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[bookmark: _Toc130898100]Executive Summary
Marriott is a multi-national hotel brand that has been in business since 1927. Prior to the COVID-19 epidemic, it was well-known for its outstanding customer service, which was a major contributing reason to its prosperity and appeal to tourists. Yet, the arrival of the pandemic in the hospitality sector presented Marriott with considerable hurdles. Fortunately, Marriott met these issues by introducing new health and safety procedures to protect the safety of both customers and staff. Marriott remained competitive despite the difficulties the industry was facing by concentrating on reacting to the shifting requirements of passengers by providing innovative amenities like remote workplaces and flexible cancellation policies. By lowering its carbon footprint and investing in renewable energy, Marriott also stepped up its environmental initiatives. This article will examine the various approaches to developing a new landscape for customer care at the Marriott Hotel based on Michael E. Porter's five competitive forces (Zutshi et al., 2022, pp 3840).
[bookmark: _Toc130898101]Introduction 
Marriott International is one of the world's largest hotel chains, with a reputation for providing exceptional customer service, staying competitive in the market, and prioritizing sustainability. However, the COVID-19 pandemic has had a profound impact on the hospitality industry, forcing Marriott to adapt and navigate unprecedented challenges. This article is thus concerned more with Marriott's performance before and after the pandemic across key areas such as customer service, competition, and sustainability. Prior to the epidemic, Marriott was well known as a pioneer in the hospitality sector, committed to offering visitors first-rate service that went above and beyond basic lodging. The company's skilled personnel and dedication to individualized care made it stand out from rivals, strengthening its reputation and patron loyalty. With a broad portfolio of hotels and resorts that serve a variety of clientele categories, Marriott further established itself as a competitive force in the industry. By putting programs in place to lessen its impact on the environment and increase social responsibility, the corporation also achieved substantial progress toward sustainable practices (Gaur et al., 2021 pp 4079).
Marriott implemented new health and safety protocols, including enhanced cleaning measures and contactless check-in procedures in response to the pandemic to ensure the safety of its guests and staff. They undoubtedly impacted the company's customer service and reputation, as guests' expectations and needs shifted in response to the pandemic as was necessary per the changes. Furthermore, the pandemic led to significant changes in the competitive landscape, with new players entering the market and existing competitors adapting to meet the evolving needs of customers. Marriott had to navigate this landscape carefully, implementing new strategies to stay competitive while maintaining its commitment to exceptional customer service. The pandemic underscored the importance of sustainability and social responsibility, highlighting the need for companies like Marriott to prioritize these values in their operations. Marriott continued to make strides in sustainability, implementing initiatives to reduce its environmental impact and support local communities, but the pandemic has undoubtedly presented new challenges in this regard. This article investigates the various approaches to developing a new landscape for customer care at the Marriott Hotel based on Michael E. Porter's five competitive forces (Tinakhat et al., 2022, pp 110).

[bookmark: _Toc130898102]Literature Review
Before the COVID-19 pandemic, Marriott International hotels had a strong performance in the hospitality industry. With more than 7,500 hotels spread throughout 131 countries and territories, the firm had grown to become one of the largest hotel chains in the world, generating supernormal profits from its high-end offerings. Ritz-Carlton, JW Marriott, Sheraton, Westin, and Courtyard were just a few of the many hotel brands that Marriott offered. Marriott placed a strong emphasis on delivering top-notch customer service, and as a result, the firm made a significant investment in its workforce's training and development to meet the demands of their various positions. The company had a customer-centric culture and had implemented various initiatives to improve its customer service, such as the Marriott Bonvoy loyalty program, mobile check-in and check-out, and personalized customer experiences. These initiatives had resulted in high customer satisfaction rates and a competitive edge in the market (Kumar et al., 2022 pp 79).
 Marriott had also demonstrated strong financial performance before the pandemic, with increasing revenue and profits. The company reported a net income of $1.3 billion in 2019 which was an increase of 26% from the previous year. Moreover, Marriott had a strong balance sheet with a debt-to-equity ratio of 2.72, indicating that the company had adequate financial resources to fund its operations and investments. Furthermore, Marriott has implemented various sustainability initiatives to reduce its environmental impact. It formulated a conducive environment supported by the legal authority for complying with the environmental rules, thereby making its activities thrive. The corporation had set goals to get rid of single-use plastic items by the end of 2020 and cut its carbon impact by 30% by 2025. Marriott had also taken steps to lessen its influence on the environment by using eco-friendly goods, sourcing locally, and preserving water and electricity (O'Connell et al., 2023 pp 141).
With the start of the COVID-19 pandemic, several disease outbreak issues, including travel restrictions, a decline in the demand for hotel rooms, and changes in consumer behavior, had a significant influence on the profitability of Marriott hotels. In the first quarter of 2020, Marriott reported a 23% decline in revenue per available room compared to the same period in 2019, and this trend continued throughout the year. The decline was attributed to a combination of lower occupancy rates and lower room rates. Marriott's occupancy rates in 2020 were around 37%, down from around 70% in 2019, and the average daily room rate declined by around 20%. However, as vaccination rates had risen and some travel restrictions were eliminated, Marriott's performance had steadily improved. The company's occupancy rates have been steadily increasing, and Marriott recorded an increase in revenue per available room in the second quarter of 2021 compared to the same period in 2020. To adjust to shifting consumer behavior, Marriott has also launched a number of initiatives, including improving cleaning standards, providing contactless check-in and check-out, and increasing its delivery and takeout choices. These measures helped to instill confidence among consumers and increase their willingness to travel and stay in hotels (Zutshi et al., 2022, pp 3840).
The COVID-19 pandemic had imposed distress on the hospitality industry worldwide, with hotels facing unprecedented challenges in terms of maintaining customer service while ensuring the safety of their guests and employees. Marriott had taken several steps to adapt to the changing needs of its customers during and after the pandemic, including enhancing safety and cleanliness protocols. Safety and cleanliness were major concerns for hotel guests during the pandemic. Meeting the required level of cleanliness required by the health authority instilled some drawbacks in the normalcy of the hotels since they were not used to the new rules put in place to combat the Corona virus. Marriott responded by implementing enhanced safety and cleanliness protocols across its properties, including increased cleaning frequency, enhanced disinfection of high-touch surfaces, and the use of electrostatic sprayers to sanitize surfaces (San Ip et al., 2023, pp 55).
Marriott also employed social distancing measures, such as rearranging furniture in public areas, limiting the number of guests in elevators, and placing markers on the floor to indicate safe distances. Similarly, to minimize contact and reduce the risk of transmission, Marriott has implemented several contactless services for its guests, including mobile check-in and checkout, keyless room entry, and digital menus. This activity is critical in preventing further disease transmissions in the hotel as a way of adhering to the health sector's set measures. Marriott has also introduced the Marriott Bonvoy app, which allows guests to communicate with hotel staff, order room service, and access hotel information from their mobile devices. Communication through the app enabled people to easily interact without the dangers of contacting COVID-19 (Chan et al., 2021 pp 1668).
 In line with this, Marriott recognized the uncertainty and unpredictability of travel during the pandemic and introduced flexible booking policies to accommodate changing plans. Marriott's "Book Now, Pay Later" policy allows guests to book their stay without prepayment and cancel up to 24 hours before their arrival date without penalty. Marriott has also extended the validity of Marriott Bonvoy points and elite status for its members by offering ample and affordable booking policies. Similarly, Marriott has always prided itself on providing exceptional customer service, and the pandemic has not changed this. In fact, Marriott has gone above and beyond to provide personalized customer service to its guests during these challenging times. Marriott has trained its staff to anticipate guests' needs and provide tailored recommendations for local activities and dining options. Marriott has also introduced a "Caregiver Rate" for frontline workers and their families, recognizing the importance of their contributions during the pandemic (O'Connell et al., 2023 pp 141).
The COVID-19 pandemic had a significant impact on the hotel industry, with many hotel chains struggling to stay afloat amidst the pandemic-related travel restrictions and lockdowns. One of the leading hotel chains in the world, Marriott International, had not been an exception, but it had steadily changed and evolved in reaction to the crisis. With actions geared at both guest safety and company continuity, Marriott's reaction to the pandemic has been multifaceted. In terms of guest safety, Marriott has put in place a variety of steps to ensure the health and wellbeing of its visitors, such as improved cleaning procedures, social distance rules, and the usage of face masks and other protective gear. At the same time, Marriott also focused on maintaining its competitive edge in the face of increasing competition from other hotel chains. One key strategy has been to leverage its loyalty program, Marriott Bonvoy, to encourage repeat business and loyalty from its customers. For example, the chain has offered special promotions and discounts to Bonvoy members, as well as increased flexibility for cancellations and changes to reservations (Krupskyi et al., 2019 pp 34).
With the debut of Homes & Villas by Marriott International in 2019, a platform that gives visitors access to a hand-picked selection of high-end vacation homes, villas, and apartments across the world, Marriott also made a substantial effort to enter the home-sharing sector. This action helped Marriott diversify its revenue sources and capitalize on the expanding trend toward alternative lodging choices. Marriott also concentrated on preserving its reputation for first-rate services and facilities in addition to these measures. The company as well continued to invest in its properties, with a focus on upgrading guest rooms, public spaces, and technology infrastructure. Marriott had also been proactive in responding to changing consumer preferences, for example by offering more plant-based and locally sourced dining options at its properties (Chan et al., 2021 pp 1668).
Sustainability had long been embraced and prioritized at the Marriott International hotel. The COVID-19 pandemic presented new challenges for the hospitality industry, and Marriott thus took several measures to address these challenges while also advancing its sustainability goals. In managing its sustainable operations, Marriott has taken steps to reduce the environmental impact of its operations. For example, the company has implemented energy-efficient lighting, installed low-flow water fixtures, and introduced more sustainable food options in its restaurants. After the outbreak of the Corona virus pandemic, Marriott implemented new cleaning protocols and hygiene measures to ensure the safety of guests and staff. These practices included the application of social isolation techniques, the use of hospital-grade disinfectants, and improved cleaning of high-touch surfaces. The adoption of certification criteria for many of its hotels, which demand the use of sustainable building materials and procedures, allowed Marriott to put this theory about sustainable building design into practice. Also, Marriott has created its own design guidelines that include sustainability concepts into every component of the structure, from lighting to landscaping to water efficiency. Similarly, Marriott also introduced new building design features, such as touchless check-in and keyless room entry, to minimize contact between guests and staff (San Ip et al., 2023, pp 55).
By purchasing the goods from environmentally friendly sources and cutting waste, Marriott had strived to lessen the environmental effect of its supply chain. For instance, the corporation has put in place a program to replace single-use plastics in its hotels with more environmentally friendly options. Moreover, Marriott has worked closely with its suppliers to ensure the security of both its staff and visitors. To guarantee the availability of necessities like personal protective equipment while also guaranteeing that these things are supplied responsibly and ecologically, new sourcing rules have been created. In a similar manner, Marriott has a long history of supporting the local communities where its hotels are situated. The corporation had put in place several initiatives to help the neighborhood, such its Serve360 program, which emphasizes sustainability, diversity and inclusion, and community involvement. Similarly, Marriott also thought about supporting regional communities with its We Care initiative, which aids medical professionals, first responders, and other crucial personnel. To make sure that both guests and staff feel comfortable and welcome at its hotels, the firm has also adopted new safety standards (O'Connell et al., 2023 pp 141).
The Marriott's business model was significantly influenced by technology, which allowed the hotel to provide a higher guest experience while increasing efficiency and revenue. The hotel put more effort into utilizing technology, which allowed it to automate processes, optimize pricing, and enhance customer satisfaction, allowing it to stay competitive in the market. The hotel has been able to provide its clients with high-end services like reservations and bookings by using contemporary technology in its business plan. Customers may use these technological advancements to access simple platforms for making and maintaining reservations. With the Marriott Bonvoy mobile app, guests can make bookings, check-in, and access their room key, all from their mobile devices. Similarly, Marriott's hotel management system is integrated with their mobile app, which allows guests to manage their rooms and requests directly from their smartphones. For instance, guests can request room service, housekeeping, or even additional amenities like towels or pillows, thus making work easier for them (Kumar et al., 2022 pp 79).
Also, Marriott hotels use various technologies to automate and streamline operations, reducing wait times and minimizing human error. For instance, housekeeping teams can track room cleaning status using radio frequency identification chips embedded in room keys. The technology helps the hotel manage the housekeeping schedule more efficiently and ensure rooms are ready for guests. This kind of technology, however, had drawbacks since many workers were in danger of losing their jobs, which would lead to unemployment and be bad for the economy. The client experience at Marriott hotels is also improved through technology, which is crucial for the hospitality sector since it increases worker productivity. For instance, Marriott's virtual reality tours provide visitors with a 360-degree picture of its hotels, allowing them to get a sense of the hotel's structure and style before making a reservation—all without the need for any physical effort on their part. Through this technology, guests may feel at their most comfortable by utilizing the hotel’s advanced technology. In the same way. Marriott hotels use revenue management systems to optimize pricing and maximize revenue. These systems leverage data analytics and machine learning algorithms to predict demand and adjust pricing dynamically and are not prone to making arithmetic errors in the finance department (Kumar et al., 2022 pp 79).
Marriott also formed a strong social media presence and used it to engage with guests before, during, and after their stay. Through social media platforms, guests can make reservations, access customer care services, and share feedback about their experiences, which allows the hotels to know where to put more effort for full customer satisfaction. In addition, data analytic technology in hotels provides analysis of guest preferences and behaviors. This data is used to provide guests with personalized recommendations and offers, such as restaurant reservations and local events. In developing their fan base, Marriott has developed chatbots that use artificial intelligence to interact with guests and answer their questions. These chatbots are available throughout and can handle a wide range of inquiries, from basic requests to complex issues (Kumar et al., 2021 pp 1).
[bookmark: _Toc130898103]Analysis
Marriott International was heavily affected by the COVID-19 pandemic, which imposed significant impacts on Marriott's business operations, revenues, and workforce. As the virus spread, governments all around the world-imposed travel restrictions and lockdown measures, which drastically reduced demand for hotel rooms. As a result, Marriott reported revenue in the second quarter of 2020 was down 75% from the same time in 2019, which had a significant impact on the company's finances. Like this, owing to a decline in demand, Marriott had to close some of its properties throughout the world since their clienteles were insufficient. By April 2020, almost 25% of Marriott's hotels have closed, some for temporary reasons and others permanently. Also, Marriott had to fire tens of thousands of workers because of the reduction in demand. In April 2020, Marriott announced that it would furlough tens of thousands of employees globally (Krupskyi et al., 2019 pp 34).
Marriott employed cost-cutting measures including lowering working hours and enacting pay cutbacks for its staff to lessen the financial impact of the epidemic. The staff of Marriott hotels have been significantly impacted by the decrease in working hours and wage cutbacks. Several workers' hours of work have been cut, which has lowered their pay. They experienced financial hardship as a result, finding it difficult to sustain their families and make ends meet. Also, several employees found it challenging to make ends meet because of the salary reduction, which raised their financial stress. Moreover, reduced working hours and pay cuts also affected the mental health and well-being of Marriott employees. Many of them are facing uncertainty about their future job security, which has caused anxiety and stress (Jiang & Wen, 2020. Pp 2563)
Due to the epidemic, many workers had to juggle jobs and personal obligations, such looking after children or elderly relatives, which increased their stress levels. Also, the pandemic made it necessary for Marriott staff to adjust to new working circumstances, such as heightened safety precautions and altered job responsibilities, which was difficult for some. Workers' workload and stress levels increased because of the new cleaning and safety measures that required them to deeply clean guest rooms and wear personal protective equipment. For this reason, Marriott had to pivot its business model to adapt to the new normal created by the pandemic. The company began offering "Work from Hotel" packages to attract remote workers who were looking for a change of scenery. This enabled conformity with the regulations in combating the spread of COVID-19. Marriott also started offering contactless check-in and enhanced cleaning protocols to ensure the safety of its guests (Gaur et al., 2021 pp 4079).
On the other hand, there were positive impacts that came with the outbreak of the Corona virus pandemic at the Marriott hotel, including increased domestic travel where international travel got restricted due to the pandemic and so many people thus turned to domestic travel instead. This could have a positive impact for Marriott hotels that have a strong presence in popular domestic travel destinations. For instance, Marriott owns several hotels near national parks and other well-liked outdoor locations, which have witnessed a rise in demand from tourists since the outbreak. To deal with the stress and uncertainty of the epidemic, many individuals had also turned to recreational travel. Those seeking a secure and pleasant getaway may find Marriott's emphasis on luxury and high-end hotels appealing. In addition, Marriott's loyalty program made travelers choose Marriott properties over other options due to their cheaply available services. To some extent, the outbreak of this pandemic provided a good opportunity for the Marriott hotel to innovate because the only way to survive at the time was to adapt and innovate (Emara et al., 2023 pp 1).
As a result, Marriott launched new initiatives to meet changing traveler needs, such as a work-from-hotel program and a program that allows guests to book day-use rooms for remote work or leisure. These initiatives may continue to be popular even after the pandemic is over, providing new revenue streams for Marriott and thus expanding its market operations. In a similar manner, Marriott was compelled to reduce its operational expenses, which helped it to better compete in the market against other hospitality sectors providing the same services. Although while it first looked to have a negative effect, the organization may end up becoming more effective and leaner as a result. This further assisted Marriott in remaining competitive even after the pandemic ended (Chan et al., 2021 pp 1668).
The competitive five forces framework developed by Michael Porter is a tool that helps businesses understand the competitive environment in which they operate. The five forces include the threat of new entrants, the bargaining power of customers, the bargaining power of suppliers, the threat of substitute products or services, and competitive rivalry. Thus far, the Marriott hotel has considered putting this framework into practice to develop their customer services. The hospitality industry is highly competitive, and the threat of new entrants is always a key factor that affects many competing industries. The Marriott hotel recognized this threat and focused on maintaining a competitive edge by continually improving their customer services. They invested in staff training and development which ensured that their employees provided high-quality services to customers, which would make it difficult for new entrants to compete. Customers have bargaining power in the hospitality industry because they have many options and can easily switch to a competitor. The Marriott hotel recognized this and focused on providing exceptional customer service to retain their customers. They made it a priority to understand the needs of their customers and tailor their services to meet those needs before their competitors could identify the loopholes in the market (Alkasasbeh, 2020, pp 22).
Similarly, suppliers have bargaining power over hotel chains in the hospitality industry. The Marriott hotel thus utilized this information and worked closely with their suppliers to negotiate favorable prices for products and services. They also developed long-term relationships with their suppliers to ensure a stable supply chain. This enabled them to always have their output readily available to their customers, facilitating timely production. Furthermore, the threat of substitute products or services in the market made the Marriott hotel realize the many substitute products and services available in the hospitality industry. Therefore, to compete effectively, they developed unique services and amenities that set them apart from their competitors. For instance, they launched the Marriott Rewards program, which provided devoted clients with special advantages including hotel upgrades, complimentary nights, and discounts. Like other industries, the hospitality sector was extremely competitive, and the Marriott hotel concluded that in order to stay ahead of their rivals, they needed to constantly enhance their offerings. They regularly performed market research to better understand the requirements of their clients, and they made use of the results to create fresh, cutting-edge services. For example, they unveiled the Marriott Mobile App, which enabled guests to use their mobile devices to reserve rooms, check in, and use hotel amenities (Akram et al., 2021, pp 7533).
[bookmark: _Toc130898104]Evaluation 
The COVID-19 pandemic drastically affected the travel industry, and Marriott had to adapt its customer service practices ensuring the safety and wellbeing of its guests. The company considered implementing several measures, such as enhanced cleaning protocols and contactless check-in, to reassure guests of their safety during their stay. The development of a new landscape for customer care at the Marriott hotel is a crucial step in enhancing customer experience and maintaining a competitive edge in the hospitality industry. This move is praiseworthy as it recognizes the growing importance of customer satisfaction in the hospitality industry. The major strengths of the new landscape include the use of technology to enhance the customer experience. This move is timely as technology has become an integral part of customer service delivery. Marriott's use of technology, such as mobile applications, chatbots, and social media, enables guests to access hotel services conveniently, making their stay more enjoyable, and is therefore key to offering quality services to customers (San Ip et al., 2023, pp 55).
Similarly, Marriott's commitment to sustainability is another strength of the new landscape, which is responsible for promoting the hotel's customer care. For this reason, Marriott incorporated eco-friendly practices, such as reducing waste and energy consumption, to appeal to environmentally conscious guests. This practice not only appeals to guests but also aligns with the broader trend towards sustainable tourism. Also, Marriott's focus on personalized experiences is another strength since the company has recognized that guests want customized experiences that reflect their unique preferences and needs. As such, Marriott's new landscape allowed guests to tailor their stay to their liking, enhancing their experience. Similarly, Marriott established a robust customer service culture, which is reflected in their training and development programs. The company invested heavily in training its employees to provide top-notch services and to meet the expectations of their guests. This has resulted in Marriott hotels having a reputation for exceptional customer service, which has contributed to their competitive advantage. In the same way, Marriott executed several customer service initiatives to enhance guest satisfaction. For example, the company introduced the Marriott Bonvoy loyalty program, which offers guests personalized experiences, exclusive perks, and benefits. Marriott also dedicated customer service team available around the clock to assist guests with any issues or concerns (Tinakhat et al., 2022, pp 110).
However, reports emerged of some Marriott hotels falling short of the company's high customer service standards, as some guests have reported issues with room cleanliness, noise, and staff responsiveness. These issues are key in damaging the brand's reputation and affecting Marriott's competitive ability. Therefore, in other opinions, there are other weaknesses that the hotel should put more effort into adjusting to function efficiently. One of the potential weaknesses of the new landscape lies in the over-reliance on technology. Technology should not replace human interaction entirely, as this would lead to more cases of unemployment. As such, unemployment in the economy is a limiting factor for the growth of the economy. Marriott should strike a balance between the use of technology and personal interaction to ensure guests feel valued and appreciated because some guests prefer dealing with human beings to automated machines. Correspondingly, the new landscape may also increase operational costs, thus leading to increased prices for guests. Marriott must ensure that any additional costs are justified by the improved customer experience and do not lead to decreased demand for its services. Also, the effectiveness of the new landscape may also depend on the staff's competence in using the technology and delivering personalized experiences. Marriott should therefore invest in staff training to ensure they are equipped to deliver the desired level of service. Staff training should be done based on the performance appraisal by the human resource manager, who will have a better understanding of the employee’s performance (Zutshi et al., 2022, pp 3840).
[bookmark: _Toc130898105]Conclusion
The COVID-19 epidemic had a significant influence on the hospitality sector. Marriott was forced to adjust and deal with previously unheard-of difficulties, which resulted in the creation of a new environment for customer service that is essential to achieving a competitive edge in the sector. Marriott has the chance to gain a competitive advantage with the introduction of a new environment for customer service in Marriott hotels. Marriott will be able to provide tailored customer experiences and create a more positive customer experience by leveraging the most modern technology, customer service initiatives, and customer feedback surveys, which will increase customer loyalty and encourage more repeat business. Moreover, Marriott will be able to monitor customer satisfaction more accurately, pinpoint client requirements, and make wise judgments regarding customer care activities by leveraging the most recent customer service technologies. Similarly, by engaging customers in a more meaningful way and responding to their feedback, Marriott will be able to build customer relationships, establish customer loyalty, and ultimately increase customer satisfaction.
To do this, it is crucial to emphasize factors like staff investment, personalization, technology, sustainability, and the use of data and analytics. By standing out from competitors and providing a unique guest experience, Marriott can expand its clientele and secure the long-term viability of the brand. Personalization implies tailoring services and experiences to meet the needs and preferences of consumers, while technology plays a critical role in improving the visitor experience by making hotel services faster and more accessible. Sustainability, on the other hand, plays an important role in consideration for many guests, and Marriott must strive to reduce its environmental impact and operate in a responsible manner. In developing this new landscape for customer care, Marriott is expected to invest in its employees and provide ongoing training, empowering staff to make decisions that benefit guests. Marriott should also leverage data and analytics to gain insights into guest preferences and behaviors, enabling the hotel to tailor services and experiences accordingly.
[bookmark: _Toc130898106]Recommendations 
Developing a new landscape for customer care in Marriott hotels is significant, as it helps the company meet competitive advantages by enhancing guest satisfaction, increasing brand loyalty, and improving the overall customer experience. These can be easily attained by focusing on personalization, which is essential in providing excellent customer service. Marriott should leverage technology to gather guest data such as preferences, interests, and previous experiences to tailor the guest experience. This could include personalized welcome messages, room amenities, and recommendations for local activities, which assist the managers in making informed decisions when managing the hotels effectively.
Similarly, investing in employee training provides employees with new skills for carrying out their tasks, increasing their productivity. The level of service provided by the personnel may have a huge influence on the experience guests have, thus Marriott should engage in thorough training programs for their employees to ensure they are prepared to answer questions from guests and quickly address any difficulties. This could involve instruction in technical skills like problem-solving and conflict resolution as well as soft skills like empathy and active listening. As well, implementing digital solutions serves a major role in incorporating the solutions to streamline the guest experience and improve communication. This could include a mobile app that allows guests to check-in, make reservations, and communicate with hotel staff. It could also include chatbots or AI-powered virtual assistants that can answer guests' queries and provide recommendations.
Marriott should enhance sustainability initiatives since, with the increasing focus on sustainability, Marriott would be able to differentiate itself from competitors by implementing sustainable practices. This could include eco-friendly room amenities, reduced plastic usage, and waste reduction initiatives, as guests are more likely to choose hotels that prioritize sustainability. Also, Marriott should create a feedback loop that allows guests to provide feedback on their experiences. It could be done through surveys, social media, or in-person interactions. Marriott should use this feedback to continuously improve their customer care landscape and make data-driven decisions.
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